INDEX TO VOLUME 43: 2003 


BELTRAMINI, RICHARD F., and Patricia S. CHAPMAN. Do Cus- 
tomers Believe in Automobile Industry Rebate Incentives? No. 1, 
pp- 16-24. 

Evidence suggests that incentives in the automobile indus- 
try may continue to be successful. 

BERGER, PAUL D. See CLANCY, BERGER, and MAGLIOZZ1. 

BONNER, P. Grec. See TAYLOR and BONNER. 

BRUNEL, FREDERIC F., and MICHELLE R. NELSON. Message Order 
Effects and Gender Differences in Advertising Persuasion. No. 3, 
pp. 330-41. 

Based on charity appeals and a student population, this 
article demonstrates how presentation order, gender, and 
value relevance can influence advertising processing un- 
der different viewing situations. 

BuRTON, Scot. See GARRETSON and BURTON. 

CALLAHAN, CHRIS. See CRiMMINS and CALLAHAN. 

CHAKRABORTY, GOUTAM, VISHAL LALA, and David WARREN. 
What Do Customers Consider Important in B2B Websites? No. 1, 
pp. 50-61. 

This article identifies and develops scales for measuring 
the factors customers consider important in a business-to- 
business website. 

CHANDON, JEAN Louis, MOHAMED SABER CHTOUROU, and Da- 
vip R. Fortin. Effects of Configuration and Exposure Levels on 
Responses to Web Advertisements. No. 2, pp. 217-29. 

This study examined the complete set ot all advertising 
insertions of 77 customers of a large advertising agency 
over a one-year period. 

CHAPMAN, Patricia S. See BELTRAMINI and CHAPMAN. 

CHTOUROU, MOHAMED SABER. See CHANDON, CHTOUROU, and 
FORTIN. 

CLANCY, KEVIN J., PAUL D. BERGER, and THoMAs L. MAGLIOZZI. 
The Ecological Fallacy: Some Fundamental Research Misconcep- 
tions Corrected. No. 4, pp. 370-80. 

The Ecological Fallacy is present in several commonly used 
marketing /advertising research techniques. Using these tech- 
niques will lead to correct conclusions only by accident. 

CRIMMINS, JIM, and CHRIS CALLAHAN. Reducing Road Rage: The 
Role of Target Insight in Advertising for Social Change. No. 4, 
pp- 381-89. 

Target insight can and should guide advertising for social 
change but, too often, it doesn’t. The potential value of 
target insight is illustrated with a focus on road rage, the 
always rude and often dangerous expression of anger on 
the highway. 

CRUTCHFIELD, TAMMY NEAL, DeBorauH F. Spake, GiLes D’Souza, 


and Ropert M. Morcan. “Birds of a Feather Flock Together”: 


DOI: 10.1017/S0021849903030502 


Strategic Implications for Advertising Agencies. No. 4, 
pp. 361-69. 
The purpose of this study was to test assumptions under- 
lying basic account services personnel /advertiser partner- 
ing strategies. The effect that perceived lifestyle and 
demographic similarity has on agency performance is 
tested between the client and various agency contacts. 

DaHL, DARREN W., KrisTINA D. FRANKENBERGER, and Rajesu V. 
MANCHANDRA. Does It Pay to Shock? Reactions to Shocking and 
Nonshocking Advertising Content among University Students 
No. 3, pp. 268-80. 

Although the use of shocking content in advertising 
appeals has been widely adopted, the effectiveness of 
such communication strategies has not been empirically 
investigated. 

DAHLEN, MICAEL, ALEXANDRA RASCH, and SARA ROSENGREN 
Love at First Site? A Study of Website Advertising Effectiveness 
No. 1, pp. 25-33. 

Website advertising effectiveness is not static, nor is it the 
same for all products. Product-category involvement and 
product type are two important factors to consider 

DANAHER, Peter J., and Guy W. Muttarkey. Factors Affect 
ing Online Advertising Recall: A Study of Students. No. 3, 
pp. 252-67. 

Factors that impact on web advertising recall and recog- 
nition are examined in this article. 

DERBAIX, CHRISTIAN, and CLAUDE PecHEwux. A New Scale to Assess 
Children’s Attitude toward TV Advertising. No. 4, pp. 390-99. 

This article describes the development and validation of a 
scale measuring children’s general attitude toward TV 
advertising. Several data collections were conducted with 
a total of more than 1,000 children 

KATHRYN. See MEGEHEE, Dosie, and GRANT. 

DonTHu, NAVEEN. See LOHTIA, DONTHU, and HERSHBERGER. 

D'Souza, GILEs. See CRUTCHFIELD, SPAKE, D’SouzA, and MORGAN. 

DUBELAAR, Curis. See Woopsipe and DuBELAAR 

FARRELLY, FRANCIS, and PascaLte G. Quester. What Drives Re 
newal of Sponsorship Principal/Agent Relationships? No. 4, 
pp. 353-60. 

The increasingly important relationship between sports 
(or art) properties and their sponsors has generated little 
or no research aiming to establish and understand the 
antecedent of sponsorship renewal. This article reports 
on an exploratory dyadic study examining the effects of 
market orientation, trust, and commitment upon spon- 
sors’ willingness to renew the sponsorship relationship. 


Fortin, Davip R. See CHANDON, CHTOUROU, and FORTIN. 


December 2003 JOUANAL OF ADUERTISING RESEARCH aaa 


Ling 
~ , 
€ 
t 


FRANKE, GEORGE R. See TAYLOR and FRANKE. 

FRANKENBERGER, KRISTINA D. See DAHL, FRANKENBERGER, and 
MANCHANDRA. 

GARRETSON, JUDITH A., and Scot BuRTON. Highly Coupon and 
Sales Prone Consumers: Benefits Beyond Price Savings. No. 2, 
pp. 162-72. 

Both manufacturers and retailers remain interested in un- 
derstanding the range of implications associated with re- 
ducing consumer-oriented sales promotions in favor of 
everyday low pricing strategies. 

GOLDBERG, MARVIN E. American Media and the Smoking-related 
Behaviors of Asian Adolescents. No. 1, pp. 2-11. 

Over 1,700 Hong Kong adolescents answered a question- 
naire that assessed their exposure to American movies, 
cigarette advertising, and promotions for cigarettes. These 
media patterns were related to their cigarette-smoking 
behaviors. 

GOLDBERG, MARVIN E. Correlation, Causation, and Smoking Initia- 
tion among Youths. No. 4, pp. 431-40. 

A point-by-point rebuttal of issues raised by both Reitter 
(2003) and Taylor and Bonner (2003) to Goldberg's earlier 
article in issue no. 1 of Volume 43 makes the case that 
tobacco advertising is not an exception to the rule: adver- 
tising works and it works in part by building primary 
demand. 

Gonc, WEN, and Lynpa M. MAppox. Measuring Web Advertising 
Effectiveness in China. No. 1, pp. 34-49. 

This study examines Chinese consumers’ perceptions and 
responses to web banner advertising and reveals that just 
one additional banner exposure improves Chinese users’ 
brand recall. 

GRANT, JAMES. See MEGEHEE, DosiE, and GRANT. 

HACKLEY, CHRISTOPHER E. Account Planning: Current Agency 
Perspectives on an Advertising Enigma. No. 2, pp. 235-45. 

The article integrates research perspectives with the views 
of leading international practitioners to critically appraise 


the current state of the account planning discipline. 


Harris, Jupy, and KIMBERLY TAYLOR. The Case for Greater Agency 
Involvemnt in Strategic Partnerships. No. 4, pp. 346-52. 


Should agencies have more influence on the advertising 
budget? The reasons why they don’t and why they should 
are explored, with a call for greater agency participation 
in the budgeting process. 
Harris, Mary ANN. See Ropcers and Harris. 
HERSHBERGER, EDMUND K. See Lontia, DontHu, and 
HERSHBERGER. 


HWANG, JANG-SUN. See MCMILLAN, HWANG, and LEE. 


442 JOURNAL OF ADVERTISING RESEARCH December 2003 


Itty, BARBARA. See Moskow!7Tz and Itty. 

KARRH, JAMES A., KATHY BRITTAIN MCKEE, and CArRot J. PAR- 
DUN. Practitioners’ Evolving Views on Product Placement Effec- 
tiveness. No. 2, pp. 138-49. 

Executives with product placement agencies, film studios, 
and consumer marketing firms were surveyed concerning 
their usage and evaluation of product placements. 

KosLow, Scott, SHEILA L. SASSER, and Epwarp A. RioRDAN. 
What Is Creative to Whom and Why? Perceptions in Advertising 
Agencies. No. PP- 96-110. 

This article presents the results of the New York and 
Detroit findings of a larger ongoing research effort exam- 
ining creativity, AdCrisp © (advertising creative research 
integration strategy program). 

KossorF, JERRY. See MCPHETERS and Kossorr. 

LALA, VISHAL. See CHAKRABORTY, LALA, and WARREN. 

LEE, GUIOHK. See MCMILLAN, HWANG, and LEE. 

Liprpo_p, Eric M. See STAFFORD, LIPPOLD, and SHERRON. 

Liu, Yupinc. Developing a Scale to Measure the Interactivity of 
Websites. No. 2, pp. 207-16. 

This article describes the development and validation of 
a multidimensional scale measuring the interactivity of 
websites. 

LonTiA, Ritu, NAVEEN DonTHu, and EDMUND K. HERSHBERGER. 
The Impact of Content and Design Elements on Banner Advertis- 
ing Click-through Rates. No. 4, pp. 410-18. 

The click-through rates of 8,725 real banner advertise- 
ments are analyzed to understand the impact of design 
and ¢ sntent elements. Differences in business-to-business 
(B2B) versus business-to-consumer (B2C) banner advertis- 
ing click-through rates are also investigated. 

Mappox, LyNDA M. See GONG and Mappox. 

MAGLI0zz1, THOMAS L. See CLANCY, BERGER, and MAGLI02ZZ1. 

MANCHANDRA, RajesH V. See DAHL, FRANKENBERGER, and 
MANCHANDRA. 

MANDHACHITARA, RUJIRUTANA. See YOO and MANDHACHITARA. 

MARSHALL, ROGER. See NA, MARSHALL, and SON. 

MartTIN, Brett A. S., VAN DuRMeE, MIKA RAULAS, and 
MARKO Merisavo. Email Advertising: Exploratory Insights from 
Finland. No. 3, pp. 293-300. 

This study explores what makes for effective permission- 
based email advertising, using a sample of 838 female 
Finnish consumers of cosmetics. 

McKee, Katuy Brittain. See KARRH, McKee, and PARDUN. 

McMILLAN, SALLy J., JANG-SUN HWANG, and GuioHK Lee. Ef- 
fects of Structural and Perceptual Factors on Attitudes toward the 
Website. No. 4, pp. 400-09. 


INDEX 4 
fa 
: 
> 
* 
; 
: 
; 


This field experiment examined effects of structural and 

perceptual variables on attitude toward websites. Data 

were collected from 311 consumers who reviewed four 
hotel websites. 

McPueters, Resecca, and Jerry Kossorr. Effects of Differential 
Enhancements on Mail Response Rates. No. 1, pp. 14-15. 

This article describes the results of two tests that mea- 
sured the effects of a variety of techniques on response 
rates. 

MEGEHEE, CAROL MURPHEY, KATHRYN Dobie, and JAMES GRANT. 
Time versus Pause Manipulation in Communications Directed to 
the Young Adult Population: Does It Matter? No. 3, pp. 281-92. 

Anytime—but especially in a period of increased compe- 
tition and shrinking margins—advertisers must strive to 
understand effects on targeted markets of the advertising 
techniques being employed. 

MEHTA, ABHILASHA, and Scott C. Purvis. Consumer Response to 
Print Prescription Drug Advertising. No. 2, pp. 194-206. 

Respondents generally value print prescription advertis- 
ing and readership levels can be substantial, especially if 
the advertisement is about symptoms readers may have. 

MERISAVO, MARKO. See MARTIN, VAN DuRME, RAULAsS, and 
MERISAVO. 

MorGAN, Rospert M. See CRUTCHFIELD, SPAKE, D'Souza, and 
MORGAN. 

Moskowi!Tz, Howarp, and BARBARA Itty. Jumpstarting Product 
Development: Competitive Analysis and Conjoint Measurement in 
the Cosmetic Industry. No. 1, pp. 62-77. 

The creative use of conjoint analysis and internet inter- 
viewing can lead to more knowledge at less cost. 

MUuLLARKEY, Guy W. See DANAHER and MULLARKEY. 

Na, WoONBONG, ROGER MARSHALL, and YOUNGSEOK SON. How 
Businesses Buy Advertising Agency Services: A Way to Segment 
Advertising Agencies’ Markets? No. 1, pp. 86-95. 

It is very hard for advertising agencies to identify market 
segments meaningfully as all companies basically want 
the same services. 

NELSON, MICHELLE R. See BRUNEL and NELSON. 

PARDUN, CAROL J. See KARRH, McKEE, and PARDUN. 

PECHEUX, CLAUDE. See DERBAIX and PECHEUX. 

Purvis, Scott C. See MEHTA and Purvis. 

QUESTER, PASCALE G. See FARRELLY and QUESTER. 

RascH, ALEXANDRA. See DAHLEN, RASCH, and ROSENGREN. 

RAULAS, MIKA. See MARTIN, VAN DURME, RAULAS, and 
MERISAVO. 

REITTER, Ropert N. Comment: “American Media and the Smoking- 


related Behaviors of Asian Adolescents.” No. 1, pp. 12-13. 


RIORDAN, Epwarp A. See Kostow, SASSER, and RIORDAN. 

RODGERS, SHELLY, and Mary ANN Harris. Gender and E-Commerce: 
An Exploratory Study. No. 3, pp. 322-29. 

Male and female consumers were surveyed regarding 
their online shopping experiences. 

ROSENGREN, SARA. See DAHLEN, RAscH, and ROSENGREN. 

RotH, MARTIN S. Media Message Effects on DTC Prescription Drug 
Print Advertising Awareness. No. 2, pp. 180-93. 

Despite various surveys of consumer attitudes toward 
direct (DTC) prescription drug advertising, little is known 
about the effectiveness of specific advertising campaigns. 

SASSER, SHEILA L. See KosLow, SASSER, and RIORDAN 

SHERRON, C. Topp. See STAFFORD, LirroLD, and SHERRON. 

SON, YOUNGSEOK. See NA, MARSHALL, and SON. 

SPAKE, DEBORAH F. See CRUTCHFIELD, SPAKE, D'Souza, and 
MORGAN. 

STAFFORD, MARLA Royne, Eric M. Lipro.p, and C. Topp SHEr- 
RON. The Contribution of Direct Mail Advertising to Average 
Weekly Unit Sales. No. 2, pp. 173-79. 

A study examining different types of direct mail used in 
conjunction with local advertising finds that the primary 
direct mail piece (one that includes both editorial and 
advertising content) results in higher average weekly unit 
sales than a secondary direct mail piece (one from a 
shared mail program that combines several advertise- 
ments into one package) when both vehicles are used 
independently of national and local cooperative advertising. 

TAYLOR, CHARLES R., and Georce R. FRANKE. Business Per- 
ceptions of the Role of Billboards in the U.S. Economy. No. 2, 
pp. 150-61. 

Billboard regulation has long been a controversial subject. 
A survey of U.S. businesses shows that billboard users rate 
the medium much higher than nonusers on dimensions such 
as attracting new customers, communicating the message 
effectively, and being cost-effective compared to other 
media. 

TAYLOR, CHARLES R., and P. GreG BONNER. Comment on “Amer- 
ican Media and the Smoking-related Behaviors of Asian Adoles- 
cents.” No. 4, pp. 419-30. 

Marvin Goldberg’s article (JAR, March 2003) claims to be 
supportive of a causal relationship between exposure to 
cigarette advertising / promotion and the smoking-related 
behaviors of Hong Kong adolescents. In an earlier com- 
ment, Reitter correctly states that the study provides no 
evidence of causality. Taylor and Bonner point out addi- 
tional flaws in the article related to its theory base, meth- 


odology, and literature review. 


December 2003 JOURNAL OF ADVERTISING RESEARCH 443 


= 
- 
4 
{ 
Py 
{ 
ry. 
‘ 
- 
i 
? 


TAYLOR, KIMBERLY. See HARRIS and TAYLOR. WoopsibDE, ArcH G., and Curis DUBELAAR. Increasing Quality in 
To.tey, B. Stuart. Book Review. Finding Out: Personal Adventures Measuring Advertising Effectiveness: A Meta-Analysis of Ques- 
in Social Research: Discovering What People Think, Say, and Do, tion Framing in Conversion Studies. No. 1, pp. 78-85. 
by Leo Bogart. No. 1, pp. 130-32. This empirical summary supports two hypotheses: the 


VAN DurMe, Joét. See MARTIN, VAN DuRME, RAULAs, and average response rate to questionnaires mailed to sam- 


MERISAVO. pled advertising inquirers is lower when the brand spon- 


WANSINK, BRIAN. Developing a Cost-effective Brand Loyalty Pro- soring the study is identified versus not identified; the 
gram. No. 3, pp. 301-09. average buyer/inquirer conversion rate is higher when 
A best-practices study shows what makes a brand loyalty the brand sponsoring the study is identified versus not 
program successful. Following this, studies are conducted identified. 
with 132 brand managers and with 643 consumers to Yoo, BOONGHEE, and RujIRUTANA MANDHACHITARA. Estimating 
determine what reward levels (low, moderate, or high) are Advertising Effects on Sales in a Competitive Setting. No. 3, 
most effective with nonusers, light users, and heavy users pp- 310-21. 
of consumer packaged goods. It is a normal practice for an advertiser to proportionately 
WARREN, Davib. See CHAKRABORTY, LALA, and WARREN. match competitors’ advertising spending, assuming zero- 
WEILBACHER, WILLIAM M. How Advertising Affects Consumers. sum competition where competitors’ advertising hurts the 
No. 2, pp. 230-34. advertiser’s sales and vice versa. 
Traditionally, brand marketers have assumed that adver- 
tisements are distinct stimuli that, when successful, lead Editorials by Arthur J. Kover 
to a consumer purchase response. Age-specific or Cohort? No. 3, p. 251. 
WoLIN, Lori D. Gender Issues in Advertising—An Oversight Syn- Novus Ordo Seclorum for the Journal of Advertising Research? 
thesis of Research: 1970-2002. No. 1, pp. 111-29. No. 1, p. 1. 
A comprehensive oversight summary and synthesis of the Robert K. Merton. No. 2, p. 137. 
gender-related advertising literature is undertaken and Some Key Questions. No. 4, p. 345. 
applied. 


INDEX 
Ap 7 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| Fo 
| 
| 
| 
| 
: 
| 
| 
| 
| 
444 JOURNAL OF A 
ecember 2003 3 


